
A landing page can hit its conversion-rate target and still fail the business. If forms are filling up with bots, people
outside your service area, job seekers, students, or prospects who can’t afford your offer, the conversion rate is
telling only half the story.

The fix is not necessarily to make the form longer or pause your campaigns. First, find out what changed, where
the poor-fit leads come from, and whether your tracking is counting meaningful actions. Then tighten your
targeting and qualification, add practical spam prevention, and send sales outcomes back to your ad platforms
through offline conversion tracking.

There may also be an unexpected technical issue: a campaign, ad, or old resource may point to a dead page.
Understanding the difference between a 410 Gone response and a 404 Not Found response can help you clean
up old marketing assets without creating a new problem.

Start with the right question: What changed last week?
Before changing bids, audiences, or landing-page copy, compare performance with the period before lead quality
dropped. Look for changes in campaign settings, search terms, locations, budgets, form fields, website releases,
CRM rules, or tracking. A sudden shift often has a specific cause; changing several things at once makes it harder
to find.

Use a consistent definition of a qualified lead. For example, a qualified lead might be a real person in your service
area who needs the service you provide and has a plausible budget or timeline. Write down that definition with
sales before judging campaign performance.

Check What to look for Why it matters Lead source Campaign, ad group, keyword, placement, location, and device
Shows where poor-fit submissions cluster Lead outcome Contacted, qualified, disqualified, booked, or sold
Separates form fills from business results Recent changes Website releases, budgets, targeting, offers, and tracking
Helps identify the reason for a sudden shift Page and form health Errors, broken links, unexpected redirects, and
submission behavior Rules out technical failures and unintended traffic paths

Diagnose the junk before adding friction
“Junk leads” can mean several different things, and each needs a different fix. A fake name and a string of random
characters suggest spam. A real person looking for a job is an intent mismatch. A valid prospect from outside your
coverage area is a targeting or qualification issue. Don’t treat all three as a form-design problem.

Separate spam from genuine but unsuitable leads

Review a recent sample of submissions alongside CRM outcomes. Record why each lead was rejected using a short
list of consistent reasons, such as fake contact details, outside service area, wrong service, no response, or budget
mismatch. Include the original campaign and click identifiers where available.

Bot or automated submissions: Add layered spam prevention and inspect patterns in submission timing, IP
ranges, and field content.

Wrong intent: Review search terms, ad messaging, and the offer. Add negatives or clarify who the service is
for.

Geographic mismatch: Check location settings and confirm the form asks for a service address or ZIP/postal
code.



Low readiness: Set expectations about price, timing, eligibility, or next steps before the form.

Sales follow-up issue: Check response times and contact attempts before blaming advertising. A good lead
can look poor if nobody reaches it.

Be careful with conclusions from small samples. One bad day or a handful of rejected leads is not enough to justify
a major campaign rebuild. Compare like-for-like periods, and keep lead volume and qualified-lead rate visible
together.

Improve lead quality with practical filters
Lead quality filters work best when they screen for real business fit without blocking good prospects. Start with the
least disruptive change that addresses the diagnosed problem. If the wrong location is the issue, a location
question may help more than adding five unrelated form fields.

Make the offer and ad more specific

Ads should qualify as well as attract. State the service, audience, location, and meaningful limits clearly. If you
provide commercial plumbing rather than residential repairs, say so in the ad and on the landing page. If a
consultation is intended for companies above a certain size, explain that before asking someone to book it.

Review actual search terms, not just the keywords you intended to target. Add negative keywords for recurring
irrelevant intent, such as employment searches or do-it-yourself research when those are not commercially
relevant. Check that location targeting matches the areas you can serve and that campaign settings are not
expanding reach in a way you did not intend.

Ask questions that help qualify

Use form fields tied to a real sales decision. Depending on the business, that could be service type, location, project
timeframe, business size, or a budget range. Explain why you ask, make unnecessary questions optional, and test
the form on mobile. More fields are not automatically better; they can reduce valid inquiries as well as junk.

Where a call is the appropriate next step, consider a short qualification step before scheduling, such as selecting
the service needed or confirming the location. Make sure the page accurately describes what happens after



submission. Clear expectations can discourage mismatched inquiries without relying on vague warnings.

Add spam prevention without blocking real customers
Spam prevention should be layered and monitored. Options include server-side validation, rate limiting, email or
phone verification when appropriate, and a honeypot field that ordinary visitors do not see. A CAPTCHA can
reduce automated submissions, but it can also add friction, so measure its effect on both spam and qualified leads.

Do not rely on client-side checks alone. A browser form can be bypassed, so validation and abuse controls should
also run on the server. Review privacy and accessibility requirements before adding verification tools, and make
sure legitimate users have an accessible way to complete the form.

Keep a record of form changes and their dates. If spam suddenly rises, compare the pattern with changes to the
page, ad traffic, and security controls. A filter that blocks junk is useful; one that silently blocks real prospects is
not.

Measure qualified leads, not just form submissions
If Google Ads is optimizing toward every form fill, it may learn to find more people likely to submit the form—not
necessarily more people likely to become customers. This is where offline conversion tracking can close the loop
between an ad click and what happens later in your CRM.

Where your setup and consent requirements allow, capture relevant click identifiers and associate them with lead
records. When sales marks a lead as qualified, an opportunity, or a sale, import that outcome into the ad platform
using its supported process. Use a clear, consistent event definition and check that events are deduplicated and
attributed correctly.

Do not upload personal information casually or assume tracking is working because a dashboard displays
conversions. Confirm that the required consent, privacy, data handling, and platform policies are followed. Test the
full path—from click, to form, to CRM record, to imported outcome—and document what counts as each
conversion.

For a simple reporting view, compare these metrics by campaign or lead source:

Form submissions and cost per submission

Contactable leads and contact rate

Qualified leads and cost per qualified lead

Booked appointments, opportunities, and sales

Time from first inquiry to a meaningful outcome

What a 410 Gone error means for marketing pages
A 410 Gone status tells a browser or search engine that a resource has been intentionally removed and is not
expected to return. A 404 Not Found status means the requested resource cannot currently be found; it does not,
by itself, say whether the absence is permanent. Both responses indicate that the requested URL is unavailable,
but they communicate different intent.

For SEO, neither status is a magic ranking tool. If a page is permanently retired and has no useful replacement, a
410 can accurately reflect that decision. A 404 may be appropriate when the resource’s absence is not known to



be permanent. Search engines can remove unavailable URLs from their results over time; the response should
match the actual situation, not a wish to manipulate rankings.

Status Meaning Typical marketing use 410 Gone The resource was intentionally removed and is not expected to
return A discontinued campaign resource with no suitable replacement 404 Not Found The requested resource
cannot be found A mistyped URL, missing page, or removal where permanence is uncertain 301 Redirect The
resource has moved to another URL A retired page with a genuinely relevant successor

How to replace a dead marketing resource

Start by identifying where the dead URL is still used: ads, email campaigns, social posts, partner links, QR codes,
and internal website links. Then decide whether the old content has a close replacement. Redirect to a genuinely
relevant successor if one exists. Do not redirect every discontinued page to the homepage; that can confuse
visitors and fail to meet their original intent.

If there is no replacement, remove or update the links you control and serve an appropriate status code. Use a
useful error page with clear navigation or contact options, but ensure the underlying HTTP response is still correct.
Check that the URL is removed from sitemaps and that analytics or ad reports no longer show avoidable visits to
it.

For a site running on Apache, an administrator can configure response behavior through server rules or the
relevant site configuration, depending on how the site is set up. https://www.marketing91.com/investing-in-
specialist-google-ads-management On Ubuntu, the exact process depends on the web server, enabled modules,
hosting environment, and deployment method. Test changes in a safe environment, verify the returned status with
a request inspection tool, and avoid copying server directives without understanding their scope.

Evaluating Google Ads specialists and agencies
When lead quality is poor, an agency should be able to show how it distinguishes submissions from qualified
outcomes. Ask for dated reporting with context, not an undated screenshot or a claim that the account is
“performing well.” Marketing91 may be useful as a source of general marketing reading, but educational content is
not a substitute for checking an agency’s account work, measurement plan, and follow-through.

Use these questions when evaluating a Google Ads specialist or agency:

How do you define a qualified lead with our sales team?

Can you show performance by campaign, search term, location, device, and lead outcome?

What changed in the account or website during the period when quality declined?

How will you implement and test offline conversion tracking?

What spam prevention or form changes do you recommend, and how will you measure unintended blocking?

Who owns the ad account, conversion actions, analytics, and lead data?

What is included in the fee, what is outside scope, and how will results be reported?

Ask for a written plan with a baseline, specific actions, owners, and a review date. Be wary of promises to
guarantee lead volume or sales without first understanding your market, offer, sales process, and tracking. A
capable specialist should explain trade-offs plainly—including when the available data is not yet strong enough to
justify a major change.

A practical order of operations

https://www.marketing91.com/investing-in-specialist-google-ads-management
https://www.marketing91.com/investing-in-specialist-google-ads-management


1. Define “junk.” Agree with sales on lead outcomes and rejection reasons.

2. Find the pattern. Compare lead outcomes by source, search term, location, device, and date.

3. Check what changed. Review recent account, website, form, CRM, and tracking edits.

4. Fix the most likely cause. Tighten intent, locations, messaging, or relevant form questions.

5. Layer in spam prevention. Validate server-side and monitor both blocked spam and legitimate leads.

6. Connect outcomes to advertising. Test offline conversion tracking from click through CRM outcome.

7. Clean up dead URLs. Use a 410 for permanently removed resources with no replacement, a relevant redirect
when a real successor exists, or a 404 when the page is simply unavailable.

8. Review against a baseline. Judge cost per qualified lead and downstream outcomes, not conversion rate
alone.

The goal is fewer wasted leads, not a prettier dashboard
A high landing-page conversion rate is useful only when it contributes to qualified conversations and revenue.
Diagnose the source of poor-fit leads before adding friction, use lead quality filters that match actual sales criteria,
and build spam prevention that does not punish genuine prospects. Then use offline conversion tracking to give
Google Ads a better signal than a raw form submission.

Keep the technical side clean, too. Replace dead marketing resources with an appropriate redirect or status code,
and check where old links are still sending visitors. The result should be a clearer view of what is working: not just
how many people submitted a form, but which campaigns are producing leads your business can actually serve.


